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The first goal is to open tourism market between Taiwan and Mainland. When visitors 
suffer bad services, they would be dissatisfied and service failures happen that time. The 
study is based on travel trip, discusses the relationship among service recovery, perceived 
justice, service recovery satisfaction, customer loyalty, word-of-mouth and revisit intention. 
The study integrate social exchange theory, equity theory, expectancy disconfirmation 
theory, congnition-affection-behavior theory to formulate one research line, to discusses the 
relationship between travelers’ service recovery and revisit intention. In addition, the study 
integrate another theories, includes exchange marketing paradigm, relationship marketing 
paradigm and experienced marketing paradigm, to formulate another research line, in order 
to discusse the important factors of service recovery influence on revisit intention. 
The innovation of the study includes 5 points: First, the study discusses cross-industry, 
mainland tourists of Alishan travel trip. Second, integrate three service recovery 
types(psychology, efficiency and tangible) and four service recovery(appology, corporate 
initiative, response of speed and compensation). Third, discuss direct effects of four service 
recoveries and three service recovery types impacted on service recovery satisfaction. Forth, 
based on experienced marketing paradigm, discusses the relationship between service 
recovery and revisit intention. Fifth, based on congnition-affection-behavior theory, 
discusses the relationship between service recovery and revisit intention. 
In short, the study gets 8 important concolusions. First, service recovery has effect on 
perceived justice, apology has a positive significance effect on interactional justice, 
efficiency service recovery has a positive significance effect on procedural justice, tangible 
service recovery has a positive effect on distributional justice. Second, perceived justice has 
effect on service recovery satisfaction, interactional justice, distributional justice and 
procedural justice have positive effects on service recovery satisfaction. Third, service 
recovery satisfaction and customer loyalty, customer loyalty and word-of-mouth, customer 
loyalty and revisit intention, word-of-mouth and revisit intention have positive effects. 
Fourth, service recovery has effect on service recovery satisfaction and customer loyalty. 
Psychology service recovery has effect on service recovery satisfaction, efficiency service 
recovery has a positive significance effect on service recovery satisfactdion, tangible service 
















satisfaction have effect on word-of-mouth. Mainland tourists of Alishan travel trip don’t 
speak negative word-of-mouth, it also shows that tourists maybe satisfied when the travel 
agents use apology and corporate initiative recovery services. Sixth, perceived justice has 
effect on customer loyalty, word-of-mouth, revisit intention. Distributional justice has a 
positive effect on custsomer loyalty, procedural justice has a positive effect on 
word-of-mouth, distributional justice has a positive significance effect on word-of-mouth. 
Seventh, service recovery satisfaction has effect on word-of-mouth and revisit intention. 
Service recovery satisfaction has a positive significance effect on word-of-mouth, service 
recovery satisfacdtion has a positive effect on revisit intention. Eighth, perceived justice, 
service recovery satisfaction, customer loyalty and word-of-mouth have mediate effects. 
When visitors suffer service failure, the travel agents uses different service recovery 
types, it formulates perceived justice, service recovery satisfaction, customer loyalty, 
word-of-mouth and revisit intention, based on congnition-affection-behavior theory. In 
addition, travel agents service recovery influences on revisit intention is the best model of 
experienced marketing paradigm. The study conclusions show that service recovery 
satisfaction, customer loyalty and word-of-mouth have mediate effects. Finally, the study 
discusses managerial implications about travel tourists, travel agents and six traveling 
elements, such as food, housing, transportation, travel, shopping and entertainment industry. 
Key words: Service recovery; Perceived justice; Service recovery satisfaction; 
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